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that	 estimate	 the	 determinants	 of	 length	 of	 stay	
resorting	to	microeconometric	techniques	(Gokovali	
et	al.,	2007).	This	paper	contributes	to	fill	this	gap.	
In	 particular,	 this	 paper	 uncovers	 how	 different	




questions	 resolved	 by	 tourists	 when	 planning	 or	
while	 taking	 their	 trips	 (Decrop	&	Snelders,	2004).	
Hence,	length	of	stay	is	best	recorded	when	tourists	
depart,	 and,	 quite	 likely,	 is	 influenced	 by	 tourists’	
sociodemographic	 profiles,	 on	 the	 one	 hand,	 and	
their	 experiences	while	 visiting	 their	 destination	












in	 the	 recent	 years.	 In	 fact,	 several	 authors	 have	
investigated	 the	 relationship	 between	 destination	
image	 and	 tourists’	 behavior	 (see,	 among	 others,	
Pike,	 2002;	 Hui	 &	Wan,	 2003;	 Beerli	 &	Martín,	
2004;	Castro	 et	 al.,	 2007;	Chen	&	Tsai,	 2007).	 In	
the	 present	 case,	 it	 is	 interesting	 to	 note	 that	 the	
Azorean	Government	 has	 been	 actively	 promoting	
brand	awareness	in	the	sense	that	the	Azores	are	an	
infant	holiday	destination	and,	hence,	 the	Azorean	
Government	 has	 been	 investing	 in	 promoting	 the	
Azores	 as	 a	 household	 name	 on	 the	 economic	
rationale	 that	 promotion	 is	 akin	 to	 a	 public	 good.	
Therefore,	it	is	most	pertinent	to	assess	how	different	
marketing	 strategies	 that	 convey	 different	 images	
of	the	Azores	as	a	holiday	destination	influence	an	
important	dimension	of	tourists’	behaviour,	namely	
length	 of	 stay.	This	 paper	 contributes,	 thus,	 to	 the	
literature	 on	 the	 relationship	 between	 destination	
image	 and	 tourists’	 behaviour,	 focusing	 on	 the	
influence	 of	 destination	 image	 on	 length	 of	 stay,	
complementing,	hence,	the	aforementioned	studies	









the	 adoption	 of	 sustainability	 practices	 by	 tourist	
facilities.	Yet	 little	 is	 known	 about	 the	 economic	
impacts	 of	 such	 recent	 policies,	 despite	 the	 vigor	
of	 the	 associated	 policy	 debate.	This	 paper	 sheds	
light	on	this	issue	by	uncovering	the	influence	of	a	
large	number	of	 sustainability	 practices	 on	 length	
of	stay.
To	 uncover	 empirical	 relationships	 between	
tourists’	 sociodemographic	 characteristics,	 actual	
trip	 experiences,	 reported	 destination	 image,	
attitudes	towards	sustainability	practices	and	length	
of	stay,	the	empirical	work	must	employ	some	sort	





since	 they	do	not	 take	 into	account	 that	 length	of	
stay	 is	 a	 non-negative	 variable,	 and,	 hence,	 lead	
to	 biased	 estimation	 (Greene,	 2000).	To	 overcome	






in	 this	 paper	 take	 into	 account	 that	 only	 tourists	
who	did	spend	some	days	at	 the	destination	were	
interviewed,	and,	hence,	the	econometric	approach	
employed	 formally	 controls	 for	 such	 truncation	 of	
the	 data.	This	 paper	 capitalizes	 on	 Smith	 (1988),	




such	 as	 destination	 image	 and	 attitudes	 towards	
environmental	initiatives.
The	 empirical	 work	 carried	 out	 in	 this	 paper	
produced	 statistically	 significant	 and	 economically	















that	marketing	 policies	may	 have	 different	 effects	
on	 length	 of	 stay	 depending	 on	 the	 conveyed	
destination	image.
This	 paper	 is	 organized	 as	 follows.	 Section	 2	
reviews	the	 literature.	Section	3	describes	the	con-
textual	setting	and	the	data	used	in	the	econometric	











of	 stay	 is	 an	 interesting	 research	 topic	 for,	 at	 lest,	




to	 undertake	 a	 larger	 number	 of	 activities	which	
may	affect	their	overall	spending,	sense	of	affiliation	
and	satisfaction.	Therefore,	several	authors	consider	
length	 of	 stay	 an	 important	market	 segmentation	
variable	 in	 estimating	 the	 determinants	 of	 tourist	
spending	(Davies	&	Mangan,	1992;	Legoherel,	1998;	
Mok	&	Iverson,	2000).	Second,	models	of	length	of	
stay	 are	 important	 to	 the	 research	 on	 sustainable	
tourism	 since	 they	 are	 useful	 to	 forecast	 tourists’	
on-site	 time,	and,	concomitantly,	 the	stress	caused	
by	tourism	activity	on	local	resources:	an	important	
























profiles	 and	 actual	 trip	 experiences	 and	 length	
of	 stay.	 Recently,	 however,	 some	 authors	 have	
employed	microeconometric	 models	 to	 estimate	




in	 Fleischer	 and	 Pizam	 overcomes	 the	 fact	 that	
several	 individuals	 in	 the	study	group	do	not	 take	
vacations	at	all,	and,	thus,	the	model	allows	a	corner	




departing	 tourists	were	 surveyed,	 and,	 hence,	 all	
tourists	experienced	a	strictly	positive	length	of	stay.	
Therefore,	 the	Tobit	model,	 employed	 in	 Fleischer	
and	Pizam,	is	not	applicable.	Alegre	and	Pou	(2006)	
analyze	 length	 of	 stay	 for	 a	 pooled	 cross-section	
of	tourists	visiting	the	Balearic	 Islands.	Alegre	and	






stays.	This	 lost	 of	 information	may	 be	 particularly	
worrisome	when	length	of	stays	are	not	obviously	
dichotomized	or	clustered,	and	are,	instead,	roughly	
evenly	 distributed	 over	 several	 days,	 leaving	 the	
researcher	 with	 no	 obvious	 cut-off	 to	 arbitrarily	
partition	 length	of	 stays.	 In	any	event,	Alegre	and	




models,	 for	 a	 cross	 section	 of	 tourists	 departing	
from	 the	Turkish	 region	 of	 Bodrum,	 and	 find	 that	
experience	 as	 a	 tourist;	 past	 visits	 to	 destination,	
overall	 attractiveness	 and	 image	 of	 destination	
country,	 all	 increase	 the	 probability	 of	 staying	
longer.	While	innovative	and	informative,	the	work	
by	Gokovali	et	al.	 is,	by	construction,	 restricted	 to	
models	with	constant	or	monotone	hazard	rates	–	in	
a	nutshell,	 the	 rate	at	which	 stays	are	 terminated	
given	 that	 they	 lasted	 up	 to	 a	 given	 point	 –;	 a	
noninnocuous	 assumption.	Alternatively,	 and	 like	
this	 paper,	 other	 authors	 successfully	 employed	
count	data	models	to	study	tourism	demand.	Smith	
(1988)	employs	count	data	models	to	estimate	per	
trip	 consumer	 surplus	 for	a	 sample	of	households	
in	 Pennsylvania.	 Hellerstein	 (1991)	 also	 employs	
count	 data	 models	 to	 estimate	 a	 county-level	
travel	 cost	model,	 based	 on	 aggregate	 data	 from	
the	 state	 of	Minnesota.	More	 recently,	 Hellström	
(2006)	estimates	a	bivariate	count	data	model	for	
household	 tourism	 demand	with	 Swedish	 data	 to	
study	 households’	 joint	 choice	 of	 the	 number	 of	
leisure	 trips	and	 the	number	of	 total	nights	 spent	
in	 these	 trips.	 Finally,	 Palmer-Tous	 et	 al.	 (2007),	
employ	 count	models	 to	estimate	 the	demand	 for	
car	hires	in	the	Spanish	island	of	Mallorca.	However,	
and	unlike	this	paper,	Palmer-Tous	et	al.	do	not	deal	
with	 zero	 truncation	and,	more	 importantly,	 focus	
on	the	demand	for	car	hires	and	not	on	 length	of	
stay.	In	sum,	several	authors	have	recently	applied	
count	 data	 models	 to	 study	 certain	 aspects	 of	
tourism	 demand.	This	 paper	 capitalizes	 on	 such	










and	sea,	are	 the	Portuguese	 region	where	 tourism	
has	grown	more	 rapidly	 in	 the	 last	decade.	Tourist	
arrivals	have	increased	from	159	000	in	1995	to	260	
000	in	2005,	while	tourists	nights	spent	in	touristic	
accommodations	 increased	 from	407	000	 in	1995	



























and	mild	weather	 year	 round.	 Despite	 the	 recent	
successes,	 several	 challenges	 remain.	 Ranking	
high	among	the	most	pressing	 issues	 lays	a	desire	
by	 public	 officials	 and	 hotel	 operators	 to	 increase	
average	length	of	stay,	which	is	perceived	as	crucial	













the	Azores,	 by	 nationality,	 routes	 and	 gateways	




as	 a	 representative	 sample	 of	 the	 entire	 tourist	
population	by	nationality	and	gateway	visited,	with	
a	 5%	margin	 error.	 In	 the	 summer	 of	 2003	 there	
were	 3	 gateways	 –	 Ponta	 Delgada,	 Lajes,	 Horta	
–	in	the	3	main	islands	of	São	Miguel,	Terceira	and	
Faial,	respectively.	The	questionnaires	were	carried	
out	 at	 these	 airports,	 near	 the	 boarding	 gates,	 in	
three	languages:	Portuguese,	English	and	Swedish.	
Each	questionnaire	was	ministered	by	a	professional	










among	 others	 –	 and	 actual	 trip	 experiences	 –	 by	
including	 variables	 such	 as	 travel	 party	 composi-
tion,	 travel	motive,	 repeat	 visitation	 rate,	 tourist	




that	 asked	 the	 tourist	 to	 rank	 the	 importance	 of	
a	 given	 sustainability	 practice	 or	 environmental	
initiative	in	the	tourism	industry	as	an	integral	part	
of	 a	 high	 quality	 holiday	 experience.	 In	 particular,	
the	 interviewee	was	asked	 to	 rank	each	of	a	 total	
of	 24	 factors	 or	 environmental	 initiatives	 in	 a	
Likert	scale	from	1	(not	very	important)	to	5	(highly	
important)	according	to	its	importance	for	a	quality	
holiday	 experience.	Annex	A	 contains	 the	 list	 of	
the	 environmental	 initiatives	 considered	 in	 the	
questionnaire.	The	 set	 of	 environmental	 initiatives	
included	may	 be	 perceived	 as	 exhaustive,	 given	
Azorean	 natural	 idiosyncrasies,	 on	 the	 one	 hand,	
and	 relevant	policies	set	up	 in	place,	on	 the	other,	
and	was	 defined	 along	 the	 lines	 found	 in	Agenda	
21:	A	Guide	 to	 the	United	Nations	Conference	on	
Environment	 and	 Development	 (UNCED,	 1992):	
a	manifesto	 that	 has	 forcefully	 shaped	 policy	 and	
research	 around	 the	 globe	 in	 the	 recent	 years.	As	
is	 usual	 in	 the	 literature,	 given	 the	 large	 number	
of	 dimensions	 and	 attributes	 included	 in	 the	
questionnaire	 pertaining	 to	 the	 importance	 of	
environmental	initiatives	and	the	quality	of	holiday	
experiences,	a	standard	factor	analysis	exercise	was	
carried	out	 to	 collapse	 such	wealth	of	 information	
into	a	smaller,	operational	number	of	factors	to	be	
employed	 as	 right-hand-side	 covariates,	 and,	 thus,	
save	 on	 degrees	 of	 freedom.	The	 factor	 analysis	
exercise	produced	satisfactory	results	and	suggested	





Finally,	 and	 in	 an	 analogous	 manner	 to	
environmental	 initiatives,	 the	 questionnaire	 also	
contained	a	detailed	section	on	destination	choice	





The	 set	 of	 potential	 reasons	 for	 choosing	 the	
Azores	 as	 a	 trip	 destination	 can	 be	 thought	 of	
as	 an	 extensive	 set	 and	 is	 found	 in	Annex	 B	 (for	
a	 rich	 discussion	 on	 dimensions	 and	 attributes	
determining	 the	 perceived	 tourist	 destination	




the	 count	models	 regressions,	 and,	 hence,	 further	
save	 on	 degrees	 of	 freedom2.	The	 factor	 analysis	
exercise	 led	 to	 the	 inclusion	 of	 the	 following	 six	
factor-based	regressors	into	our	econometric	model:	
cultural	heritage;	nature	and	landscape;	availability	
of	 packages	 and	 flights;	 safety	 and	 hospitality;	
quality	and	price;	and	weather	and	ultra-periphery	
(remoteness).	It	should	be	noted	that	the	Azores	are	
an	 infant	 tourist	 destination	 and,	 not	 surprisingly,	
the	Azorean	 Government	 has	 been	 investing	
intensively	 in	 brand	 awareness,	 on	 the	 economic	
rationale	 of	 destination	 promotion	 being	 akin	 to	
a	 public	 good,	with	 sub-optimal	 private	 provision	
in	 a	 decentralized	 equilibrium.	Therefore,	 and	 if	
one	 is	 interested	 in	 the	 socioeconomic	 returns	
of	 such	 brand	 awareness	 investment,	 in	making	
Azores	a	household	name,	it	is	important	to	assess	
how	 different	marketing	 strategies,	 say,	 one	 that	
highlights	 the	 uniqueness	 and	 remoteness	 of	 the	
Azores,	influence	length	of	stay.
Table	 1	 lists	 the	 highest	 frequencies	 of	 length	
of	stay.	As	expected,	the	highest	frequency	is	7	day	















from	Mainland	 Portugal,	 who	 experience	 stays	
similar	 to	 those	of	 the	overall	sample	and	are	the	
youngest	group.	Tourists	from	the	Nordic	Countries	
are	 the	 second	 largest	 group	 in	 the	 sample	 and	
exhibit	 a	mean	 stay	 of	 9	 days,	 a	median	 stay	 of	
7	 days	 and	 a	 relatively	 low	 standard	 deviation	 of	
3	 days,	 as	most	 of	 these	 tourists	 visit	with	 either	
one	or	 two	week	 tour	packages.	German	 tourists’	
experience,	typically,	longer	stays	than	tourists	from	
the	Nordic	Countries.	In	sum,	there	are	interesting	
differences	 in	 length	 of	 stays	 across	 nationalities.	
There	 are	 roughly	 the	 same	 numbers	 of	 male	
tourists	 in	the	sample	as	there	are	 female	tourists.	






ascendancy:	 70	 tourists	 or	 17.50%	 of	 the	 total.	
Most	 tourists	 in	 the	 sample	 have	 high	 levels	 of	
education.	 In	 fact,	more	 than	 45%	of	 the	 tourists	
in	 the	 sample	 have	 tertiary	 education,	 which	 is	
perhaps	not	surprising	given	that	these	tourists	tend	
to	 come	 from	 the	Nordic	Countries,	where	 tertiary	
education	 has	 relatively	 high	 incidence	 rates.	This	
sample	 composition	 –	with	 a	 high	 proportion	 of	
tourists	exhibiting	high	education	levels	–	suggests	
that	 compliance	 to	 environmental	 initiatives	may	
indeed	 condition	 overall	 holiday	 experiences,	 as	
more	 educated	 tourists	 tend	 to	 be	more	 sensitive	
towards	 such	 issues,	 especially	 in	 small,	 arguably	
fragile,	 islands	 such	 as	 the	Azores.	 High	 level	
profession	 flags	 occupations	 associated	with	 high	
income	 and	 status.	Almost	 a	 third	 of	 the	 tourists	
in	 the	 sample	 have	 such	 high	 level	 professions	
and	 tend	 to	experience	stays	 similar	 to	 the	overall	









As	 Hellerstein	 (1991)	 argues,	 estimators	
of	 recreational	 demand	 models	 frequently	 use	
continuous	 functional	 forms,	 such	 as	 ordinary	
least	 squares.	However,	 the	 nature	 of	 trip	 demand	
introduces	 complicating	 factors.	 First,	 stays	 occur	
in	 nonnegative	 quantities	 (usually,	 days).	 Failure	
to	 control	 for	 this	 censoring	will	 lead	 to	 biased	
estimation	 (Greene,	 2000).	 Second,	 because	 stays	
are	 available	 only	 in	 integer	 quantities,	 the	 usual	
demand	models	are,	in	general,	inapplicable.	In	order	




hence,	 forms	 the	 foundation	 for	most	of	 the	 count	








where	X	 is	a	matrix	of	N*K	 covariates	and	b	 is	a	
vector	 of	K	 coefficients	 to	 be	 estimated	 from	 the	
data.	 However,	 the	 Poisson	 distribution	 hinges	
on	 strong	 assumptions.	 In	 particular,	 the	 Poisson	
distribution	 assumes	 that	 the	 variance	 of	 the	
dependent	 variable	 is	 equal	 to	 the	mean.	 Quite	




be	 employed	 to	 ensure	 proper	 estimation	 of	 the	
standard	errors	(Cameron	&	Trivedi,	1998).	In	fact,	
the	Poisson	distribution	is	a	special,	nested	case	of	
the	 negative	 binomial	 distribution,	 namely,	when	
there	 is	 no	 overdispersion	 (nor	 underdisperion:	
when	 the	 mean	 exceeds	 the	 variance).	 In	 the	
present	 case,	 inspection	 of	Table	 2	 suggests	 a	
significant	degree	of	overdispersion	in	the	data,	in	
the	sense	that	the	variance	of	length	of	stay	largely	
exceeds	 the	mean,	 as	 there	 are	 some	 quite	 long	












account	 for	 this	 zero	 truncation,	 two	 alternative	
models	were	 estimated:	 a	 zero	 truncated	 Poisson	
model	and	a	zero	truncated	negative	binomial	model.	
Our	 choice	 is	 based	 on	 the	 existing	 literature	 and	
given	the	data	structure	we	see	no	need	for	random	
effects	 estimation.	The	models	 estimate	 relate	 to	
the	idiosyncrasies	of	the	data,	in	particular,	the	non-
negativity	of	length	of	stay	and	the	observed	decay	
in	 length	 of	 stay	 in	 the	 histogram.	More	 formally,	



















ratio	 test	was	 carried	out	 to	discriminate	between	




Table	 3	 reports	 the	 results	 obtained	 from	 the	
zero	 truncated	 Poisson	model	 and	 from	 the	 zero	
truncated	 negative	 binomial	model.	 Both	models	
produce	 statistically	 significant	 results,	 as	 the	X2	
tests	of	the	null	hypothesis	of	all	coefficients	being	
statistically	 equal	 to	 zero	 are	 firmly	 rejected.	The	
zero	truncated	negative	binomial	model	produces	a	
higher	 log-likelihood	 than	 the	zero	 truncated	Pois-
son	model.	The	 zero	 truncated	 Poisson	model	 is	 a	




model	 is	 equal	 to	 zero	 as	 the	 larger	a the	 larger	
overdispersion3.	The	point	estimate	of	a is	0.19	and,	
hence,	the	results	suggest	that	there	is	indeed	some	
degree	 of	 overdispersion	 in	 the	 data.	 In	 addition,	
a	formal	likelihood	ratio	test	that	a =0	produces	a	




how	 robust	 the	 results	are	 to	model	 selection.	We	
note	 that	both	models	produce	acceptable	pseudo	





the	 expected	 length	 of	 stay	 for	 a	 unit	 increase	 in	
a	given	covariate	xi.	Hence,	an	 incidence	rate	 ratio	
greater	(smaller)	than	one	obtains	for	variables	that	
promote	 longer	 (shorter)	 expected	 length	of	 stays.	
Quite	 reassuringly,	 the	 regression	 coefficients	 are	
strikingly	 similar	 across	models,	 both	 at	 a	 quanti-
tative	 level	 and	at	 a	 qualitative	 level.	 In	 fact,	 in	 a	
total	 of	 37	 regressors,	 only	 twice	 the	 signs	 of	 the	
regression	 coefficients	 differ	 across	models,	 with	







are	 statistically	 significant	 at	 the	 conventional	
significance	 levels,	whereas	 in	 the	 zero	 truncated	
















Male	 tourists	 tend	 to	 experience	 shorter	 stays.	
This	 is	a	statistically	significant	result,	obtained	for	
both	the	zero	truncated	Poisson	model	and	for	the	












results	 suggest	 no	 clear	 pattern	 between	 age	 and	
expected	length	of	stay.
Tourists	 from	 the	Nordic	Countries,	 Sweden	 in-
cluded,	experience	shorter	stays,	under	both	models.	
These	 results	 are	 statistically	 significant	 and	 have	
important	 policy	 implications	 given	 the	 strategical	
importance	of	these	markets	 in	the	overall	regional	




largest	 group	 in	 the	 sample,	 exhibit	 shorter	 stays,	
under	 both	models;	 a	 result	 statistically	 significant	




















Countries	 took	 charter	flights,	 it	 becomes	 less	of	 a	





Azorean	 ascendancy	 is	 a	 binary	 variable	 that	
equals	 1	 in	 case	 the	 tourist	 claims	 to	 have	 some	
sort	 of	Azorean	 ascendancy.	The	Azorean	diaspora	
far	 outnumber	 the	 current	Azorean	 population	
and	there	are	many	Azorean	descendents,	typically	
residing	 in	North	America,	who	 visit	 the	Azores.	 It	
is	 found,	 in	 both	models,	 that	 having	 an	Azorean	
ascendancy	increases	expected	time	to	termination	
of	stays.	This	result	is	statistically	significant	in	both	








High	 level	 profession	 is	 a	 binary	 variable	 that	
takes	the	value	of	1	for	professions	associated	with	
high	income	and	social	status.	In	this	sense,	high	level	











Travel	 motive	 was	 divided	 into	 four	 classes:	
leisure;	 visiting	 friends	 or	 relatives;	 business	 and,	
the	 excluded	 class,	 other	motives	 (which	 includes,	
for	 instance,	 religious	 festivities).	 It	 is	 found	 that,	
compared	 to	 the	 excluded	 class,	 all	 travel	motives	
explicitly	 considered	 increase	 expected	duration	of	
stays.	As	Seaton	and	Palmer	(1997)	suggest,	tourists	
visiting	 friends	 or	 relatives	 tend	 to	 exhibit	 longer	
stays	if	they	are	international	tourists,	as	it	is	gener-















tor	 increases	 the	expected	 length	of	stay	by	about	
43%	in	the	zero	truncated	Poisson	model	and	35%	
in	the	zero	truncated	negative	binomial	model.
According	 to	 the	 results	 in	Table	 3,	 taking	 a	
charter	flight	increases	expected	stay	by	16%	in	the	
zero	truncated	Poisson	model	and	29%	in	the	zero	




in	 the	Azores.	 In	 both	 the	 zero	 truncated	 Poisson	
model	and	in	the	zero	truncated	negative	binomial	
regression	model	an	 increase	 in	 the	number	of	 is-
lands	 visited	 leads	 to	 an	 increase	 in	 the	 expected	
length	 of	 stay.	This	 result	 is	 statistically	 significant	
in	both	models.	Moreover,	 in	both	models	 the	size	
of	 this	 island	hopping	effect	 is	quite	 large:	visiting	
one	more	 island	 increases	expected	 length	of	stay,	
everything	else	constant,	by	about	18%	−	19%.
“Not	coming	back	off-season”	flags	tourists	who	



















From	a	 total	 of	 24	 environmental	 initiatives,	 a	





awareness.	A	 higher	 value	 for	 any	 of	 these	 factor	
based	 regressors	means	 that	 the	 tourist	 attached	
more	importance	to	such	factor	as	a	part	of	a	qual-













Poisson	model,	 and	 not	 statistically	 significant	 at	
all	 in	 the	 zero	 truncated	 negative	 binomial	model.	
Hence,	the	results	suggest	some	payoff	to	implement-
ing	such	sustainability	practices	in	terms	of	prolonged	
stays,	with	 the	 aforementioned	 exception	 of	water	
savings	and	associated	tourists’	awareness.
Destination image
A	 total	 of	 25	 dimensions	 and	 attributes	were	
used	 to	 characterize	 destination	 image.	A	 factor	
analysis	exercise	was	carried	out	in	order	to	synthe-
size	 the	 plethora	 of	 information	 gathered.	A	 total	
of	 six	 factors	were	 considered	as	 regressors.	There	
are	 several	 results	worth	 noting.	 First,	 the	 results	









and	hospitality	 experience	 longer	 stays,	 everything	
else	constant;	a	result	statistically	significant	only	in	
the	 zero	 truncated	 Poisson	model.	 Hence,	market-
ing	 investments	 in	 brand	 awareness	 along	 these	
dimensions	and	attributes	may	promote	an	increase	
in	expected	 length	of	stay.	 In	 the	contrary,	 tourists	
who	 attach	 high	 importance	 to	 cultural	 heritage	
in	 their	holiday	destination	 choice	process	 tend	 to	





7. Conclusions and final remarks








the	 sense	 that	 the	 regression	 results	 allow	one	 to	
estimate,	 for	 a	 given	 synthesized,	 policy	 relevant	
individual	or	 target	group,	 the	 impact	on	expected	
length	 of	 stay	 of	 a	 change	 in	 sociodemographic	











2001;	 Lehto	 et	 al.,	 2004).	Thus,	 future	 research	
should	characterize	such	groups	and	their	economic	













is	 associated	with	 shorter	 expected	 stays.	Visiting	
more	 islands	 leads	 to	 an	 increase	 in	 the	 expected	
length	 of	 stay.	 In	 particular,	 visiting	 one	 additional	
island	 increases	 expected	 length	 of	 stay	 by	 about	














number	 of	 islands.	 It	 is	 also	 found	 that	 higher	 de-
grees	of	satisfaction	with	the	holiday	are	associated	
with	extended	stays.	This	result	may	owe	to	the	fact	






A	 factor	 analysis	 exercise	was	 carried	 out	 in	
order	to	construct	an	operational	set	of	factor	based	





By	 the	 same	 token,	 a	 similar	 factor	 analysis	





promotes	 longer	 expected	 stays.	 In	 contrary,	 tour-







may	argue	 that	marketing	 strategies	 that	promote	
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Annex B. Attributes of Destination Choice
Question:	How	 important	was	each	of	 the	 following	 factors	when	you	made	your	 choice	of	 the	Azores	as	a	holiday	
destination?
Answers	from	1	(very	low	importance)	to	5	(very	high	importance).
a.	 Originality/uniqueness	of	destination	(natural	and	cultural	features)
b.	 Isolation/remoteness	of	the	region
c.	 Climate
d.	 Accessibility	of	the	Azores
e.	 Package	tours
f.	 Available	information
g.	 Availability/quality	of	accommodation
h.	 Availability/quality	of	local	transportation
i.	 Contact	with	friends	and	relatives
j.	 Value	for	money
l.	 Quality	of	service
m.	Sports	facilities	and	activities	(golf,	etc.)
n.	 Scenery,	landscape
o.	 Gastronomy
p.	 Entertainment,	night	life
q.	 Historic	and	architectural	heritage,	monuments,	museums
r.	 Nature,	fauna	and	flora,	volcanic	nature	of	the	islands
s.	 Cultural	attractions,	festivals,	special	events
t.	 Oceans,	beaches	and	other	water	activities
u.	 Religious	attractions,	religious	events
v.	 Shopping	facilities
x.	 Hospitality/friendliness	of	local	people
y.	 Peacefulness,	tranquility,	pace	of	life
z.	 Safety	and	security
aa.	Activities	for	families	with	children
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